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                       Abstract  
The competition of China’s bus market is getting more and more intense. 
King-Long Bus Company (referred as King-long hereafter) has shifted from the 
market leader to the market challenger. The need of the customers is tending to be 
pluralistic and diversified. It is of great realistic meaning to study King-Long’s 
marketing issues for partial regions in Guangdong Province under such 
circumstances. 
Applying modern marketing theory and methods of quantitative analysis and 
qualitative analysis, the author of this article conducts a study on marketing strategy 
of King-Long for partial regions in Guangdong Province under such circumstances. 
Firstly, on the basis of a vast amount of investigation and research, the article 
conducts a thorough SWOT analysis on the market environment of bus manufacturing 
industry. The author of this article is taking the holding of 2010 Asian Sports Game in 
Guanzhou which will inevitably lead to the increase of total volume of Guangzhou 
bus market as an opportunity for King-Long and the intense market competition is the 
greatest threat. He considers King-Long has some comparative advantages on the 
brand, product technique, art and design and the strength of its distributors but has 
some disadvantages on the product price, the reliability and stability of the vehicles 
and the post-sale services.     
Secondly, the author chooses the target market for King-Long and conduct a 
market positioning for it. The author positions medium-and-high end market as the 
target market of King-Long for certain regions in Guangdong Province. The market 
is divided into three regions according to the geography: Guangzhou and Fushan, 
Zhongshan and Zhuhai and Northwest of Guangdong Province. The industry 
market in each region is segmented into public transit, passenger transport, tourism 
and group. The author positions King-Long as the challenger of the market, 
adopting differential product positioning strategy, to satisfy the needs of various 
clients in the market. 















change of marketing concept and launches offensive. In the product strategy, the 
author points out that King-Long should fully consider the requirements of its clients 
during the periods of product plan and design in order to provide sustainable 
profitable bus. In the pricing strategy, the author suggests to adopt market-leader 
follower’s pricing method. While in some segmented market, King-Long should 
adopt differential pricing method to strike for market quota. In the channel strategy, 
the author puts forward that same importance shall be attached in direct sale and 
distribution and innovate the sale method by fasten the buildup of internet sale 
channel. The author also addresses the bus marketing strategy in the background of 
high oil price. In the promotion strategy, the author suggests that newspaper should be 
given the priority for propaganda. The sales persons should follow the principle of 
sincerity during promotion and pay attention to the promotion techniques, attaching 
great importance on the customer’s value.    
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第一章  绪   论 
第一节  企业背景 
（一）  金龙客车简介 




股比率分别为 51％、24％、25％，注册资金 4.68 亿元。公司下辖厦门制造部、
绍兴制造部两个制造部，两家控股子公司：金龙联合汽车工业（苏州）有限公司
和南京金龙客车制造有限公司。现有职工 2000 多人，其中技术管理人员 400 余
人。位于集美灌南工业区的客车生产基地——灌南新厂于 2006 年 3 月正式建成
投产，轻客生产基地也在 2007 年 8 月份产品正式下线。  
金龙的新厂项目，总占地面积 35 万平方米，总投资 7.9 亿元，产能 13000
辆，产值约 60 亿元，是世界上 大的大中型客车生产基地之一。轻客生产基地
位于厦门汽车工业城金龙新厂址东侧，主要生产 MPV，总占地面积 14.73 万平方
































（二）  金龙客车历史销售状况 
1990 年，金龙公司的销售额是 126 万元； 2007 年就达 45.4 亿元（图 1）
①
。
其中 2006 年车辆出口 797 辆，销售额折合人民币 3.75 亿元；2007 年车辆出口
1552 辆，销售额折合人民币 7.98 亿元。金龙公司 1998 年产销量在全国 160 多




















1998年 2000年 2002年 2004年 2006年
国内销售 出口
  
数据来源：中国汽车工业协会会员资料  2008 年 2 月 12 日 
                                                        
①
 2002 年，厦门金龙联合汽车工业有限公司的子公司苏州金龙开始独立销售，两家公司在市场正式处于竞
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第二节  中国汽车工业背景 
受益于近年来中国经济高速增长，中国汽车工业持续繁荣，继 2006 年中国
汽车产销量突破 700 万辆大关后，2007 年又跨上一个新台阶，2007 年中国汽车
产量为 888.24 万辆，同比增长 22.02％，比上年净增 160.27 万辆；汽车销量
879.15 万辆，同比增长 21.84％，比上年净增 157.80 万辆。汽车销量比 2003 年
的 439 万辆翻了一番。中国汽车工业协会常务副会长兼秘书长董扬判断，2008
年，我国汽车产销量仍将保持近几年以来持续的两位数增长，有望突破 1000 万
















是拥有自主品牌的企业。OICA 统计显示，中国汽车企业 2006 年共生产自有品




















第三节  问题的提出 






（二）  选题的其他意义 
客车不同于乘用车工业化大规模生产的特点，属于技术、劳动力密集型、具






自主品牌面向全球出口。据海关统计：2005 年 1 至 11 月，我国出口大中型客车
5961 台；2006 年 1 至 11 月，我国出口大中型客车 11488 台；2007 年 1 至 11 月，







































第四节  研究的思路与论文框架 




     1.提出问题 




     2.分析问题 
     本文第二、三章通过收集的资料进行定性和定量的研究，结合市场营销的
理论框架，运用图表及 SWOT 分析法对金龙客车广东部分区域市场营销环境进行
分析，识别、寻找出市场机会、威胁，以及优势与劣势。      
                                                        
①
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